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I. Introduction 

A. Attention getter: It is practically inescapable to turn on the television, browse 
internet, page through a magazine, or drive past billboards without seeing some 
sort of sex appeal.  Sex appeal is the “use of sexual themes that appeal to a 
person’s desire to be attractive,” according to the article “Advertising” in the 1999 
World Book encyclopedia. 

B. Credibility Statement: As a person of society today, I am constantly viewing 
advertisements around me that use sex appeal to grasp attention; so, I decided to 
research the erects of sex appeal in advertising on society. 

C. Significance Statement: From my research, I have concluded that sex appeal in 
advertising has a negative effect on society; and that more than 70% of people 
responding to a poll in 1999 believe there is too much sexual imagery in 
advertising according to Tom Reichert in a thesis he wrote. 

D. Identification Statement: Like all of you, I run across these advertisements 
continuing sex appeal on television, on internet, in magazines, and on billboards 
daily. 

E. Thesis Statement: Today, I will convince you that sex appeal in advertising has a 
negative effect on society. 

F. Preview Statement: We’ll examine how it degrades the image of women, causes 
image disorders, and increases desensitization to moral values. 

 
II. The image of women being degraded bas become a questionable issue resulting from 

sex appeal in advertising. 
A. Women become viewed up on as sex symbols. 
B. Richard F. Taflinger, in his 1996 article, “You and Me, Babe: Sex and 

Advertising,” claims advertising is a gender linked appeal selling easily to men. 
C. The 2003 article “What’s Wrong with Using Sex to Advertise Things?” talks 

about the human body being treated as “just another commodity.” 
D. The same article addresses sex in advertising being a form of unconsumed 

prostitution because the advertisements seems to be saying, “If you pay the 
money (buy the product), you get the girl.” 

E. The value of women in our modern society should be higher; they contribute far 
more than posing as a sex symbol in advertising. 

 
Transition: As much as there are distortions with people’s views of women, there are also 
complexities with their view of themselves. 
 
III. Image disorders for both men and women are a problem in today’s culture associated 

with sex appeal in advertising because people acquire dissatisfaction with their own 
appearance due to the slim and buffed up models used in advertisements to make the 
products more attractive. 
A. It causes many issues with people’s inward view of themselves with their eyes 

and minds embracing the deception. 



B. Women especially have image problems after viewing the media advertisements. 
1. The May 2006 Nutrition Research Newsletter claims the, “media often 

portrays an unrealistic view of the ‘ideal’ female body that can cause women 
to be dissatisfied about the way they look…this thin model image can also be 
linked to an increasing prevalence in eating disorders among young women 
and girls.” 

2. The newsletter uses an experiment to back up their conclusion that women 
who are “dissatisfied with their bodies tend to overestimate their body size 
after viewing thin models” many gain greater insecurities and stoop to 
anorexia or bulimia nervosa. 

C. Men too have obtained image problems from the sex appeal. Jill Neimark, a 
health specialist, wrote the article, “Eating Disorder: Men Have Body Image 
Problems Too,” in 2006 where she addresses this issue. 
1. She claims, “Just as the anorexic continues to see herself as fat even though 

she’s thin, these males are well muscled but they look in the mirror and see 
themselves as too thin.” 

2. According to Neimark, the cultural emphasis on a specific male type in 
advertising with sex appeal has caused a growing number of men to suffer 
from body image disorders, seeking ways to gain the toned body, many 
becoming compulsive exercisers or abusing steroids. 

 
Transition: Not only have people become deceived by the images they are seeing, but 
their moral values are suffering as well. 
 
IV. Desensitization to moral values is an increasing effect of sex appeal in advertising. 

Sex appeal has become a slow growing cancer in society. 
A. In their 2002 thesis, “Effects of Sex in the Media,” scholars Richard J. Harris and 

Christina L. Scott address the effect of visual cultures whose morals are affected 
by this advertising. 
1. They say a worldview that progressively reflects the perception of the media 

may be refined by repeated contact to a regular set of messages.  
2. As an example, they say “watching numerous sitcoms and movies showing 

teenagers being sexually activie may cultivate acceptance of such a position in 
the viewer and thus weaken family- taught values against pre-marital sex.” 

3. So, the viewing of sexual images in advertising also distorts the moral values 
of teenagers, maybe even to the point of rebellion against the values their 
family taught them. 

4. A large amoung of research and experimentation has shown that attitudes 
toward sex and values after the exposure to sexually explicit materials is 
slightly skewed to be less conservative then they were before and people show 
greater acceptance of pre-marital and extra-marital sex, placing less 
significance on marriage and monogamy, according to Harris and Scott. 

B. Sex appeal in advertising has become a slow growing cancer in society. 
C. Many people don’t even think about how it may be affecting them, and their brain 

is taking in the images without them censoring what they are seeing. 
 



V. Conclusion 
A. Closure Statement: Today we’ve taken a close look at the effects of sex appeal in 

advertising. 
B. Restatement of Thesis: We have found that sex appeal in advertising has become 

a problem in society. 
C. Review of Main Points: Sex appeal in advertising degrades the image of women, 

causes image disorders, and increases desensitization to moral values. 
D. Clincher: So the next time you see sex appeal in advertising, remember the 

negative effects it has on society! 
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